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Volume 7, Number & Best Wishes for a Joyous Holiday Season!

CAMBRIDGE ON THE MovE!

WorksHoPs AND RETREATS: THEY CAME FrROM BosTtoN TO TAIwAN
CAMBRIDGE HIGHUGHTED oN NBC BostoN AFFILIATE WBZ-TV! (see page 9) u

- Haouston - |-Day Workshap! Los Angeles - Lady Cambr-
h idge presents 1o Food For All! San Diege - Retreat! Nev
Jersev - Rewreat! Boston - Rewreat!

On The Move

Ociober and November—exciting months for Cambr-
idge! Linda Hevem. Dr. Nan Brenzel. Lady Cambridge
Barbara Lazar. Lynne Murphy. and special Ci itant Cecelia -
Chen. panicipaicd in mectings throughout the country. First
stop: Houston. where u 1-day workshop designed 1o unif:
personal development with business acumen. Nan, Lynne
and Linda worked with a group of 25 brought together by
Donna Dugan. Circle of Champi Although with
the product ght them into Cambridge. it 1s their personal
strength that coniributes to their success.

This full-dav workshop covered "how-to's” on hamessins
these same sirengths 10 give their Cambridge business ro-
newed enerpy . Al the same time. the workshop pointed ou:
areas that can be siumbling blocks to both vour business and
personal program. Simple steps on how 1o deal with and over-
come these blocks were discussed.

Natural Markets

A highlight of this exciing dav was Cecelia Chen. u
specinl new Consultant from Taiwan and a sierding examplz
of "natural markets”, sharing news about her Taiwan Cam-
bridge business. Cecelia. who markets Cambridge products
through besuticians and spas. spoke enthusiastically about
how well accepted Cambndge products and programs have
been in her country.

The Houston group also included Marie Camer, an inspi-
ration to many. who lost 40 pounds and has kept it off for 2
years, Reccntly Marie sole sourced, losing an sddinonal 12
pounds, She's fit. feels h and looks f; ic! One
of her secrets is Super Oats—three times a day. Plus, savy

Comunued on page 5
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THE ART OF
STRATEGIC
VisioN™

Season's Greetings!

The year-end holidavs arc
always a nme for refllecuon
and renewal. | have been re-
viewing the last 6 months of
events since my very firstcon-
versations in July with Cam-
bridge Leaders.

My initial talks were with
the Circle of Champions and
at that timc 1 wanted to know
from them the problems need-
ing to be addressed. and wha
would make their businesses
beter.

It has been gratifving fur
me 10 realize how much hus
been accomplished since | first
spake with the Circle of Cham-
pions.

in July Paul Parker told
me we needed some posinive
media. Inthese lasirwomonths
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designed by the field.

In July lanice Jones told
me she was losing her “zip"
..she has it back—afer the
Boston Remeat. she is Nying!

In July Ann Wetzler asked
that Questions and Answers
be made readily available. and
they have been designed into
ourupcoming Program Guide.

In July Donna Dugan siated
that she was looking for dra-
matic results in her business.
What has happened? Since our
October workshop, she has
dramatically risen 10 a whole
new professional level. giving
nutritional lectures at the
University and charging a fee
for her suppon groups.

Since July. Nan. Lynne

® Suppon Meetng Manual.
A whole year's worth of train-
ing modules. including every
thing you necd to know about
weight mansgement, taking
customers from stariing the

123 F.T.C.

materials you need to succeed.

In addition we are review-
ing the marketing plan and ex-
ploring how we can set up .
vour best opporunily (o grow
vour business. and lourish in
our collective future,

program 1o their
weight.
® An expanded Advanced

Career Training program.

Our vision is a conlinual
siriving to be better. Our Mis-
sion is 10 become the leader in
the industry of health. autn-
tion. weight mansgement and
optimal health. Our goal is to
contribute to & growing and
prospering enlerprise. our
objective is 1o give you the
training. opporiunity and

inls you need to anain

and | have collab d in the
development of training pro-
grams and matenials that ad-
dress the needs you have de-
scribed,  Our cumiculum is
designed 1o help you in man-
aping vour weight and vour
business.

And. afier my three Re-
meats and 20-day sole source
odyvssey, | feel | am a true pan
of the “Cambridge Experi-
ence.” | have caught the mis-
stonary zeal. and know | was
truly forunate o have Nan
and Lynne as my Parners In
Progress during my 20-day sale
source odvssey.

What we have in store for
vou in 1992 is a whole new
vista of possibilitiecs to help
vou in vour persanal and busi-
ness develop such as:

Cambnidge has been fi d
on radio. and television and a
press reiease aboul our par-
ucipation in Food For All has
gone out. Additionally. Lvnne
Murphy will be on cabie teic-
vision in Virgima 1o show her
“before” and “after” Cambi-
idge. We are moving in pro
active media.

In July Barbara Lazar old
me she could “not do the busi-
ness with out a prospecung
piece...we have Jusl given vou
wo outstanding pieces. both

® A beautiful new Cambr-
wige posier

@ A new Program Guide and
companion cook book.

= Scrprs 1o show vou how 1o
make prescnialions 10 corpo-
FIUONS. community groups. and
others interested in nutnuon
and weight management

= A Reireal presentation
handbook and Rewreal kil 1o
help vou lead vour ouwn Re:
treats

success. our action plan has
been fo evaluaie needs, create
and develop the programs and

We're excited about our
progress and the materials in
production and know they will
give you the support you have
needed for a long time,

1 look forward 10 wovking
with you in 1992 and tuming
our “grand” dreams into a sig-
nificam reality.

Wishing you Health & Pros-
penity for this exciting New
Year!

Fd
Hevem
Executive Vice President

nuilopln
The Art of Strategic Vision
tor Strategic Planning

Mission !

Objectives

Action Plans

O e 038 R | P
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Turning Your Dreams Into Reaht\ -

Back To BasICs—BEHAVIOR Mobifacation AND WEIGHT REDUCTION

For OpmiMAL HEALTH AND VITALITY

I THINK...T cAN...T Am!

Reducing your weight and
mainteining your new weight
means staying mowivased. How
do you stay motivaied? Moti-
valion means W move. It
comes from a desire that is
intense enough 1o cause us o
BCl, OF give us p reason 1o ecl
or behave differently.: As hu-
man beings we strive 10 keep
our lives in order. or “together™.
When & part of our life is in
disorder, only then do we work
up the eneTgy 0 8C1 orchml.e

Dltnlhfncummﬂlmm
age is what cremes the desire
10 change our image. The de-
sire 1o change begins with a
belief in ourselves—a beliel
that we can became what we
envision. And that belief cawses
us fo decide 1o meduce ouwr
weight. As long as we gre sai-
isfied with our image. we are
not motivaled to change.
Vision

Clearly define your per-
sonal vision. If you think only
toa goal. you'll planonly toa
goal. Thinking beyond “when
I get (o that gize 12, or reduce
those B0 pounds, then 1 can
live again™ can be o trap. The
map is when you reach your
goal...old habits. stress. or a
bad day will g at vou and
pull vou off rack. And you
spiral backwards until...we
know the end of this story.
Lel's writc 2 new end to this
storvioday. How? By begin-
ning to think lifetiime health
and nuirition. By envisioning
lifetime health vou will be
motivaied o reduce vour
weight, and maintain that
weight for life.

Mission

Millions of thoughts pass
through our minds each day,
and only one of those thoughis.
might be about reducing
weight. S0, how do’you con-
ven that one thought into the

energy required 1o reach your

GoALs

You can expect 1o achieve

these three goals as a result of
vour sctivities:

1. To reduce your weight,

2. Tomaintain your weight
for life,

3. To enjoy optimal health

Staying On Track

your backslide.

goal 10 reduce weight?

By having a mission,
Having a mission creates a
purpose which can mouvere
vou 1o reduce your weighi
And. when vou have adopied
a personal vision for optimal
health. vou remain focused on
vour mission for life.

for a lifetime.

OBIECTIVES

Objectives are stepping
stones 10 goals. Reducing
weight and maintaining vour
new weight for life reguires
only four objectives:

L. Sy on the Cambndge
plan for life.

1. I you go dff mack.. do
not beat yoursell up. immedi-
ately -"begin to notice who.
what, or where contributed 1o
You may
choose only Lo notice, or keep
moving o Goal #3—to enjoy
optimal health and vitality for
life. Listen to Tape 1 in the
Conuol For Life Progmm.

3. Select one small action
today 10 get you back into mo-
tion. The action may be as
simple as repeating 0 your-
self bourly “1 can!". orcall a
friend.

4. Sy 100% commitied.
Allow absolutely nothing to
come beiween you and your
good health. Lisien 1o Tape 2
of the Conol For Life pro-
gram,

AcTiON PLANS

Action is anything we say.
do.imagine, or think thatmoves
us forward or spurs ws into
maotion. Remember. you want
1o move toward continually
improving the quality of vour
health and life. There is no
“end”, there is no “I reached
my goal weight, | can live
again”. Action thal is consis-
tent with reducing vour weight.
maintaining your weight and
enjoying optimal health for
life means practice.
Praciicing actions consistent
with your personal vision will
keep you on track. By mak-
ing cvery day a practice day.
instead of an “all-or-nothing™
day, you will develop behav-
ior consistent with good health
and nuirition. By clanfving
your vision. finding vour mis-
sion. setting vour goals. de-
veloping objectives. and gen-
erafing an acuon plan. vou
will reach vour goal of opt-
mal health and vitaliny for life.

1673
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Models of Excellence

Janice Jones . . . DIRecT SALES ar ITs BEsT!

One of our top Leaders.
Janice Jones, exemplifies what
direct sales can be — an ea-

yp le
based business to which she
devotes 3 days a week, Since
reaching her wmrget  weight
and joining Cambridge us a
Consultant in 1981, Janice has

g q

downlinc. But, put it into per-
spective.  Wholesale buvers
are those retail customers who
have referred 34 peaople 1o
you and are committed ro the
product over a long term: that
is, those who arc at target
weight, are commined 1o
maintain that weight. and un-
d d its value as lifetime

her life. At 53. looking 15
years younger, Janice is an
example of what Cambridge
can do for you. A mue New-
Englander. she is a scli-pro-
claimed no-nonsense person.
Strong. yet soft. this isreflected
in her successiul business.

It was Mel Jones. Janice's

band. who ged
Janice 1o join Cambridge af-
ter reducing her weight and
he fully supports her efforts.
"He's wonderfully supportive.
but I did the work!" quips Janice
at the Boston Retreal. as she
noted her ongoing PIP is her
husband. When she goes of T
mack. as she did this summer,
it’s Mel who will remind her
to just get back to basics. “It"s
a simple business.” she says.
“Keep it that way.”

According o Janice: *There
are 3 phases 1o this business.
and vou need them all.”

I. RETAIL - This is what
keeps vou alive — you must
have it. Thesc are the cus-
tomers | occasionally give
small gifis 10—flavorings for
-example—just to let them
know 1 appreciate their busi-
ness. Janice has a large reiail
clientele. and she regularly
works referrals from these

le.

2. WHOLESALE - You
need wholesale buyers  Last
month atone, | did $6.000 in
wholesale busmess throughm)

numition. Protect your rewil
business by carefully select-
ing those you offer the oppor-

tunity to become wholesale

buyers.

3. LEADERS - A key
group of strong Leaders. |
work with them constanily.
Currently Janice and one of
her Leaders, Jan Cookson,
are working trade shows (e.g.
bridal fairs and Chamber of
Commerce shows).

“You shouldn’t expect to
come home with acrual sales.

but lots of leads, which vou
need 1o follow up.™ she states.

Having always worked
from her home, Janice’s larg-
esf business cxpense is her
telephone. 1 walk 1o a lot of
people. and have a separate
line for Cambridge business.
Recently Janice added a per-
sonal or business 800 number
which is now available from
ATE&T. ltcosts just $6 a month

plus 32 cents per minuie. With
continued on page 5

"IT WORKS.
Ir You

Work IT!" . ..
Janice JonNes, Boston

“l had a great day and it
was FUN!" confided Janice
during a 10 pm phone call
one Tuesday in October. Jan-
ice and Jan Cookson attiended
a recent Chamber of Com-
merce Trade Show in An-
dover. Massachusetts — de-
clining to take a $300 booth.
they paid the 51 anendance
fee and took a shot at “work-
ing” the show. And work 1t
they did! They talked o ev-
eryone who would listen
about the product — and the
people listened.

Professionals dealing with
professionals. They talked
about the product and nuiri-
tion. how well it fus o
busy lifestvies and how ef-
fecuve it Is. One day and
several leads later. plus 2
appoimtmenis with indivad-

Janice Jones. Jan Cookson

uals 1o buy the product. they ‘re
both eager to join the Cham-
ber and are scouting around
forotherrade showsto"work ™.
Here are a few tips:

1. Look into joining your
local Chamber of Commerce.
If they arc an active group.
networking will work far you.
Onlyone person is required 1o
join and they wsually allow 4
- 6 individuals from one or-
ganization fo use the member-
ship. Split the cost and get the
mileage. Thar's effective PR!

2. While Jones and Cookson
shared a table at lunch with
others. thev enjoved the new
Cambndge Plantanion Peanut

interested?™ This is Jan-
ice’s opening. and it works!
This eases the concemn of
many about how 10 approach
someone aboul reducing
weight.

Thar same day. while
waiting st a local copy cen-
ter, Janice shared her flyer
and card with a fellow pa-
won — nol someone  who
obviously needed 10 reduce
weighi. The woman's re-
ply was classic. Just that
day shc and a co-worker
discussed how 1o find
product otherthan Slim Fast,
A principal at a local school.
she invited Janice to make a

ion to the teachers.

Bar and fielded g this
brought. and leads.

3. “lhave a small busines:
— 1'd love o give vou my
card and flver. Would vou be

P

The moral of this story
15: Don’t prejudee. Youhave
abusines~—share vour ston .
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Jones' Model of Excelience
{cominued from page 4)

clients throughout New Eng-
‘land. she feels the 80O line
will boost her business. “The
tclephone is the backbone of
my business.” adds Janice.
“I'm amazed when | hear Con-
sultanis say they have nothing
to say to their customers and
ex-cusiomers.”
“Bologna!” states Jones, in
her typical fashion. “There's
slways somcthing to say. A
new flavoring. a recipe, or
Eggnog is back. I is hard at
times. | may have to psyche
myself up. Butl doit.”
“Whenever | get on the
phone, | sell. Last Sunday
night. once | got started. | sold
9 cans, |always sell multiple
cans — at least 3. which is a
wo-week supply. Sunday is
grea. People are home. they 're
relaxed, and they wan to wlk.
Most people wani love and
attention. and when you call,
you're giving it w them! If
you hear negative, be posi-
nive. ("'} wasjust going through
my list. and came across vour
name. [t goi me thinking
about you. and | decided 1o
give you a call. Then 1 ask
them how they are doing.”)
It’s that simple.” says Janice.
| use the familiar “feel. feli.
found™ often used in sales. It
tells them you undersiand and
are listening. For example:

“t know how you FEEL
abaut liguid diets. | have many
peaple wha FELT the same
way when they firsi sraried.
Bur ance they reglized how
nutritious it 15, and how good
thevfecl.they ve FOUND they
leve v and iwve few proh-
lems ™

* Mosi peaple are glad vou
cull. When people come to
my home. n s still simple. [

DEAN DISTRIBUTORS, INC.
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have an appointment book and
my business cards. When they
make an appoiniment for sup-
port. I mark it down and write
the time on onc of my cands.
which | give to them. | usu-
ally have them call within two
days o get started, | keep
every name in my notebook,
and note the day they starL
Then | call them regulary.”

At our initial meeting 1 tell
them they have 1o do three
things:

1. They have to take the
product 3 times a day. Why?
It’s their full numition.

2. They have todrink water.
Why? Where is the far going
to go? Out their cars? It's
eliminated through the urine,
and you need the water.

3. They have to decide
how they are going (o use the
product along with conven-
tional food.

I weigh them. | measure
themn. And intwo weeks | ke
their measurements again 10
remind them that when the
scale doesn’t mave. the meas-
uring tape will,

I do a small amount of
advertising. just 1o let people
know 1'm still here. And this
Fall. she has placed classificd
ads in WORKING WOMAN
magazine. Fully aware thai
she needs 10 spend money to
make moncy. Janice is not
afraid 10 make a mistake.

“You need the discipline
10 do a little something every
day." she says. Yel. as suc-
cessful as  she 15 with her
business. Janice saves Mon-
day for hersell. and Fndav
moming for tennis. To sim-
plify her business she uses a
computenzed sofrware pro-
eramn designed for Cambridge.

but basically she manually keeps
her books with a simple cash
journal. KISS—Keep It Slim
& Simple

“This product makex sense!”,

says Janice Jones

1675

Florida. faithfully followed her
program through New Year's,
maintsined, and after again
sttending our recent Asbury
Park, New Jersey Remreal
leaving with a renewed com-

i to her prog i
Carole Matthews from Pe-
tersburg, Virginia, another
pttendee 8l the New Jersey
Rerreat, leaving with new
answers 10 her progam. —
What is the magic? It’s un-
derstanding. suppoit. the pro-
gram. It's the prodoct.  It's
the bonding — special people
doing special things. Key to
the success of the Retreats is
the excellent indepth infor-
mation Dr. Nan shares sbout
ition, earing behaviors. as

Cambridge On The Move
(continued from page 1)

Marie, she keeps her scale next
to her stove, stepping on it daily
as she makes breakfast for her
family. When the scale croeps
up. she reduces her food intake.

Our Fall schedule of Re-
weats has been in full swing.
Retreats in San Diego. New
Jersey. and Boston are com-
pleted.  All three Remeats re-
sulted in exciting recommit-
ments to the Cambridge busi-
ness. “Rising stars” were iden-
tified—Nancy Merill and the
DeFeo's. to name two. Having
made a commimnent to their
program. Dr. Nan wrged Re-
treat anendecs 10 agree 10 a
program and put intp effect a
follow-up procedure with the

well as other valuable knowl-
edge. Bul, additionally, what
makes it work is the onc-on-
one's that occur throughout
the meetings — shared hines,
socrets that will get you over
a rough spot, “what works for
me's”, hearing from those who
have been successful, and reci-
pes. The upcoming cookbook
is a reflection of just this kind
of sharing by Reweat partici-
pants over the last 24 months_

In Los Angeles. Linda
Hevern, Executive Vice Presi-
dent and Barbara Lazar. Lady
Cambridge. joinily presented
a check to Milan Hamilion.
President of Food For All
The check represented a pledge
Cambridge made —to aid in
ending hunger. which is con-
sistemt with the Cambridge

home office. on and
support is just 2 phane call
away!

The magic of Retreats
builds! Amendees seeking the
inspiration thar will make them
the next success story. After
last October’s Georgia Rerreat,
Margaret Neff of Jacksonville.

of pr g opli-
mal health through well- bal-
anced nutrition. Attended by
Kay Maravich. LA Area Dis-
tributor, and local media. it
was an creiling day forall.

Cambridge is on the move'
Waich for news on evenrs in
vour arca.
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San Dicgo. New Jersey. Bos-
lon—wherever we were we
heard comments like these:
“Thank You! What a won-
derful company and loving
e
- “...This onc helped me quit
smoking ™.
“Really great people in
charge”.
It’s refreshing to see inspira-
tons like Kim Cavana, and
the DeFea's who attended the
New Jerscy Retreat. Loreua
and Lou have both maintained
theirweigh! reduction forclose
0 9 years, and 1o show his
support and pride in Loreta’s

Lorenaand Lou Defeo with Ann Wenzler 2 i
“celetraring " during the Wetzier Retreat :r":sy:iﬁ:rm'.:gmn:f\
in ﬂuﬂfﬂk.ﬂl. . ey i with animpulsep >

chase in the hotel boutique — - |
aslinky, red holiday dress!
Even Ann Wetzler thought
Lorena looked fabulous!

Marie Carner proudly shared her
“before” and “after™ photos at the
Housion Workshop. Marie has
reduced by 52 pounds and has

kepr it off for 2 years. Nan and Linda., working lo-

gether, were s hit in San
Dicgo..."Nan, you were so
wonderful, and the sharing of
yourself and the love you give
1o cveryone is 5o wonderful.”

"Both of you are so won-
NewlJersex Retreat: Kim Cavanaplays derful...”
with images as she maps our her “Linda. thanks for being
vision. goals. and objectives. p here and giving new hope 10
Cambridge!”

Cecelia Chen. alight with the
Cambridge “glow". delighted
her Houston audience with
amusing anccdotes about her
experiences in Taiwan. Hasv-
ing reduced over 20 pounds
herself using Cambridge. she
isawue believer. Her parents.
firm believers in wellness and
longevity. are now avid users
of the Cambridge product.

Mari Lowrey in October 1990, "before"
Cambridge  with pragctive media Leaders
Betrv and Paul Parkes P

Our search for “rising stars™
includes Sally Heanessey (on
crutches) and Raphael Lara.
both who recommitted to their
Cambndpe businessin Asbury

Mar: Lowrev an Qcrober 199], "after™ Park. Salls. who 1 alreads
Cambridee withDr Nanai the Parker's planming a weekend Reirca:
Ketrear i San Dieet of her own in December. wa-

revitalized by the New Jerses
Retreat
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TRIBUTES

incd volume for August & September]1991.

TOP CIRCLE TOP

OF CHAMPIONS CONSULTANTS g
Available
Name Locstion Name Location
1. Donna & Bob Dugan  Houston, Texas I Ruby McBrayer Juckson, Mississippi
2. Betty & Paul Parker LaMesa, Californis 2, E. Ruth Saulnier Tenino, Washington
TOP AREA TOP PERFORMING
DIRECTORS ORGANIZATIONS
" Rank Name State
1. Donna & Bob Dugan ™
N 2. Beny & Paul Parker CA
1, Millie & Billy Chror  Burton. Michigan 3_‘ mﬁ&ﬁ ::_A
2 Mike Kirkland Covina, Califomnis 5. Kay & Dsn Marovich CA
6. Bill & Berry Gray co
7. Millie & Billy Chwon Ml
. Mi irkland |
TOPDIVISION R e oA
MANAGERS 10,  Elsine Newbill/Laurclle Pitomnan FL
Name Location
ConcratuLaTions To Our
o Y x Vista. Calif:
I oo o5 el e ReacH Out! PROMOTION
DiamoND AWARD WINNERS
2 Carat Diamond Award
TOP UNIT for Promoting the Most Area Directors
LEADER e Barbara & Gary Lazar
1 Carat Diamond Award
for Promoting the Most Unit Leaders
Name Location
1 sue & Dave jvoenzrewe Carlon. Oregan Lﬂl’S Kl.ans Hard'
1/2 Carat Diamond Award

Ramona & Leon Stecle  Tigard. Oregon

ia

for Most Qualified Consultants

Millie & Billy Chron
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& TRIUMPHS

We wish to extend our heartfelt
thanks to our Task Force members

To the Advenising/Visibility Team: Ruthann Morris.
Lorenta DePeo. Hildegard Fenske. Beny Gray. Andrea lieo.
Kay Marovich, Pau. Parker, Shirley Riesz, Dolores Ricapito
and Juli¢ Vivli for the fime and effort all of you put into the
package of ideas you sent 10 us. - We will begin 1o highlight
your many useful ideas’ in the nexl issue of Breakthrough so
that all of our Consultanis can benefit from them. ]

o 1
To the Business Tools Team: Barbara Lazar, Alex Boswell
and Laurelle Pittman for spearheading the efforis behind our
Prospecting Flyer. Prospecting Brochure and Program Guide
during & m.qthun weckend that was inter-fwined with a sole
source Rewreat! Also. to Donna Dugan. Beity Gray. Janice
Jones. Kay Marovich and Ruthann Morris for their suppon and

input in developing our new sales support literature.

Leaders Ruthann Morris, Kax Maravich & Barhara Lazar
come iogether ol the San Diego Retrear with Paul & Bemy
Parker. Milan Hamilton and Linda Hevern. 1o brainstorm

strategies for proachive media efforts.

Javice Joses Takes CaMBRIDGE
From A RETREAT To Rapjo To T.V.!

Goodthings happen (o buss
people and Janice has been
among, the busiest, in: recent
weeks. In our new push to
maximize our marketing ef-
fons through Reireats. Janice
scheduled several interviews

and mecungs for Dr. hian Bren-

zel prior to the recent Boston
Retreal. These events included
a presentation 1o the Wellness
Depanument of Dynamics Re-
search in the Boston area. and
a one-half hour interview on a
lacal moming radior tlk show
with a call-in tormal.

Nan's presentation focused
on weliness and nuirition.
covenng topics such as cho-
lesterol. bodv fat. mantenance.
fow-fat diets, and health. And.
what Janice Jones and Jun
Cookson have done to follow
up on these inlormative ses-
sions deserves applause

First. Dyvnamics Research.

.’ CONsServative COTporate sel-

ting where they proposed- a
long-term program forempilo) -
ces. This program would in-
clude weekly-support mee-

ta their needs, and designed
a program 10 fil their corpo-
fale culure.

The best time to prospect
is whet you have just come
off a success and. Janice,
aglow with success. has been
prospecting the local media.
After Nan's call-in radio ap-

. Cook d Jones

ings, with ‘each meeling co\-

P

app hed the station with

ering a pre d topic on
nutrition and wellness--i.c.. the
importance of exercise. cut-
ting fat from your diet, lower-
ing your cholesterol. etic. To
pariicipate in the program. gh
employee must be on the Cam-
bridge Program,' The cost is
$95 per person and will in-
clude a Starier Kit and a Con-

"ol for Life 1ape set.

In & meeting with corpe-

‘rate exccutives. 'Cookson and

Jones used the new fullcolor
prospecting brochure plus o
set of Comirol for Life tapes--
a protessional approach with
professional pieces. They fol-
lowed up immediately afier
MNan s presentanon. listeming

an idea aboul appearing
weekly with nutrition facts.
In negotiation is a three-
month commimment begin-
ning in January. 4 month

" many focus on health and
- weight managemenl.

They also will be stan-
ing 4 station employees. in-
cluding ihe show's host. on
the Cambridge program.

Flush with this success.
Janice was surprised when
Channel 4 in Bosion called
tthrough her vellow-pagead
asking for information on the
Cambnidge Plan, Interesied
mdomgashowover Thank -
@ving, “Taking The Far Ot

Media stars Janice Jomes
& Sandy Nve

Of Your Diet”. a 20-minute
phone conversation landed
Janice a taping session for lo-
cal viewing! Janice included
Sandy Nye. a nising star. who
told her weight reduction story
durning the evening news.

Edited down 10 § minutes
of actual air 1ime, Janice and
Sandy enjoved the session. and
after a few moments of jiners.
feli comfortable and ar case
falking about something they
hoth deeply care about

Congrawlations. Jamice. Jan
& Sandy!
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Cambridge is not just a
liquid diet — it is a way of lifc.
We are adding recipes galore
10 round oul your Cambridge
kitchen and here are 8 few
that will be found in our up-
coming cookbook. Share these
recipes with your family and
watch their health tmprove!

We all know that variety is
the spice of life, but it is the
spice that adds variety 1o this
wonderful holiday favorite:
FOOD FOR LIFE
PUMPKIN CHIFFON PIE

I cup cold water

172 cup boiling water

2 thsp. Knox Unflavored

Gelatin

2 w 6 scoaps (recommended:

4 scoops) FFL Vanilla

| cup cooked pumpkin (100

calones)

1/2 1sp. Pumpkin Pie Spice (if

using exiract, use 1/4 tsp.)
k 5

rich creamy cheesecake? Go
ahead and sin a lirde! Try this
unbelievably delicious treat
without having to worry about
all the calories cheesecake usu-
ally has' :
FOOD FOR LIFE
CHEESECAKE -

1 cup cold water

1/2 cup boiling water

1 172 tbsp. Knox Unflavored

Gelaun

4 scoops FFL Vanilla

1/2 cup Ricotta low fat cheesc

1/2 cup non-fat yogun (195

calories) "

2 tsp. Vanilla Extract

112 1sp. Lemon Exmract

4 pkgs. sweewener

1 tbsp. lemon juice

| tsp. grated lemon nind

3 ice cubes

2tbsp. Grapenuts (90 calories)
Pour cold water into

blender. Sprinkle gelatin over

cold warer. Setaside. Sprinkle

Grap inbotom of pie pan.

4 or 1o
taste
510 7 ice cubes
2 thsp. Super Ouis or Grape-
nuts

Sprinkle gelatin in 1/2 cup
cold water. Set aside. Ina
hlender.add 1/2 cupcold water.
FFL Vanilla, Pumpkin Pie
Spice. cooked pumpkin. and
sweclener. Sl aside. Add
1/2 cup boiling water 1o gela-
un: siir until clear. Add gela-
tin 10 blender and blend on
tugh. While blending. spnnkle
Super Qats or Grapenuts in
bowom of 9" pie pan. Add ice
culbres to blender (while blend-
ingl. one cube a1 a ume.
Continuc to blend for 1510 30
seconds. Pour mixture into
Ppic pan and place in refngera-
tor tor ot least 13 minures.

Who can resist 4 slice of

Add boiling water to blender
and sur wntil gelatin is dis-
solved. Add remaining mgre-
dients 10 blender (except ice
cubes) and blend until smooth.
Add ice cubes and blend on
high for 15 10 30 seconds.
Gently pour muxture into 9"
pie pan. Chill in refngerator
for at least 15 minutes.

Note: Pic is creamier if you
let 1t set out for awhile before
serving

Devicious Anp Nutrimious EGenoc

Don't forgetthat your holi-
day guests deserve Cambr-
idge, 100!

What better way to spread
holiday cheer than with
Cambridge Food For Life
Eggnog! Make it by the punch
bowl full. Serve it hot with
cinnamon and rum flavoring
on those cold wimer nights.
Warm up your guests with
nutrition. not calories.
EGGNOG DELIGHT
9 oz hot water
| scoop FFL Eggnog

in Spice
3/4 capful Rum Extract

Add sll ingredients 10 a
blender and mix.

HOT NOG

9 oz. hot water

| scoop FFL Eggnog

1/2 capful Almond Extract
1/2 capful Buster Extract
172 capful Black Walnut
Extract

172 capful Coconut Extract
172 capful Rum Extract

1 pkg. swectener

Add all ingredicats 1o a
blender; mix until smooth.

Savor gnd enjoy these
wromatic delights!

INSTANT SALES

Prospect like a pro by us-
ing the new Prospecting Flyer
(Order #660667: $7.20 for a
package of 50)--Order in
quantity! Specisl offer
through Jenuary 15th--10
packages (500} for 350.

Why 5007 You need to
test. test and test again'
Always do a small market
test (o determine if an idea
works for you. Test S ideas -
~5 venues. Hand out or mail
100 flyers five diffcrent ways,
For example.

* Take 100 to vour local
craft farrs. Mill around and
hand them oul. Your iniro:

* Take 100 1o a soccer game
or football game. and hand
oul -- have 10kids hand out 10
cach.

* Take 100 to your local
beauty salon or tanning par-
lor, and ask il vou can leave
them. Lei them know that if
vou receive any sales from
these. you wil rebate them $1
per can... Why not?

* Take 100 10 your local day
care center -~ ask the Director
if you can place these at the
frum desk, or bener vel. put
them in the kid's cubbies.

The bortom line 1s:  be
inventive. To really tes1 out
this ing spproach, mark

"Would vou be i in
a Nver conceming my busi-
ness?”

* Take 100 10 vour local
shopping center.  small- vil-
lage square. sinp shopping
center. Place them on wind-
shuclds. tor better ver. have
vour |X-vear old do i!)

the fiyers, perhaps stamp each
group with a differcnt color.
Have a'bener idea? Let us
know -- the ‘best three ideas
will be printed in the next is-
sue of Breakthrough -- and the
winners will receive 100 pros-
pecting flvers FREE!
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Turning Your Dreams Into Reality-

Back To Basics—MARKETING

It’s marketing. all marker-
ing. Once you have these
basic concepts down. and
become professional in your
approach to marketing, the
sales will take care of them-
selves. To make any program
work. you need 10 understand
three basic marketing secrels:

1. You must be committed to
your markeling program.

2. You must think of your
marketing program as an in-
vestment.

3. Your marketing program
must be consistent.

Marketing is repetinion. The
more you do something. the
bener it will work. You need
to stay with an idea and give
il adequate opporunity 1o work.
Tha's difficult. panicularly
when you haven’t really
thought out your markcung
plan. That's where 1 stans.
Your marketing plan. Take
some time. think it through.
apd write i oul..where vou
wan 1o go. and how vou are
going io gei there.

Second. recopmize that vour
plan. your program, is an in-
vestment. A marketing pra-
gram (whichmay include some
adveniising) should be per-
ceived as a conservalive in-
vestment. It is not a miracle
cure. No ad. no seminar pro-
gram. no single siep. one-shot
anempi 31 building your busi-
mess will work, 118 step-by -
step. building- block-by-build-
ing-block 10 that suctess vou
sech.

Third. be consisteni. Don't
keep swirching media or mes-
sapes. Consistent repetiiion.
ceinng the word oul i 1he
same people in the sume way
s what works, Huve vouever

seen a small ad. or received a
flver about a service or prod-
uct. and totally disregarded it
the first or even the second go-
round? Then several weeks
or months later —once you “ve
had time to think about the ad.

Dugan is and it’s working for
her.

To tum your dreams or
vision into reality. it takes an
ACTION PLAN., Small steps,
taken one at a time will get
vou to your destination. Over
the next few issues. we’ll
discuss steps to gef you fo your
goal. But let’s stant with your

o your si has ch

keting plan. Ask y I
these (

gone seeking out the ongi
source? This is never more
appropriate than when deal-
ing with weight reduction.
Don't disappoint your poten-
tial customers - - be there when
they need you. If you're not
in the phone book - - where
are you? How ofien are you
there? If vou were looking for
you, where would vou find
you?

Consistency = familiarity.
Familisrity = sales
People buy producisthey know,
1rom peaple they know. Are
you making it easy to know
vou and your business? Are
vou getting the word out,
getting your name out? Doana

STEPPING OUT OF
YOUR COMFORT

ZONE

Donna Dugan did and she
got rave reviews! “1I'm not a
good speakerand I'm not com-
fonable with it.” states Donna.
describing her recent seminar
on Maintaining Your Weight.

Positioning yoursell as
credible and knowledgeable
wn your ficld is a step toward
becoming wruly professional.
Dugan understands this and
she is taking positive sieps
toward that end. Planning the
seminar and puting it together
was the difficult pant. Then.
delivenng that first serminas
Now thai she s accomplished
thiz. she’s ready to roll it
aut,.again and again. Nine

1. Whai are my objec-
tives?

1. What are the strengths
and weaknesses of what 1 am
offenng— my services?

month — bottom line. Then
move 1o what contributes to
that bottom line — your tar-
get sudience. Concentrate on
aspecific markel (forexample:
brides or new mothers).
Now comes your position-
ing statement. which explains
why Cambridge has wvalue,
and why anyooc should buy
it, and why they should buy it
from you. Think this through.
Then write down 10 reasons
why anyone should buy it from
you. Believe it memorize it.
1f you believe it, you can sell
it. Remember, selling is sim-
ply ransferning your enthusi

3. Who is my P
non?
4. Who is my target mar-
ket — and what are the needs
of this maricet?

5. What business am |
really in?

6. What is my goal?

Easy questions. nght? Bur
think through your answers and
WRITE THEM DOWN. Re-
member 10 start with 1 pur-
pose.c.g. 10 make $1.000 each

pecoplc atiended her first
seminar. where Donna dis-
cussed food choices for life.
She used shides and rubber-
ized food samples 10 put acToss
her points.

Dugan. who is now charg-
ing customers for support meet-
ngs. has begun to position
herself in her community as a
nutrition and weight manage-
ment professional, which she
tuly is. Her new business
cards. feamnng her photo and
designed as a fold-over card
include bulleted points on
Cambridge products and pro-
frams.

If vou have a marketing
dea or would like suggesuons
and guidance. call (800) 44 3-
1584,

asm: that is, belicf, nor just in
the product. but in yourself.

Next. include marketing
100ls you might use to achieve
your goals. These tools in-
clude adverising, workshops
forthe public. word- of-mouth
refermls (with refermal incen-
tives). demonstrations in
homes or in the workplace.
preseniations 10 groups, per-
sonal letters, leners 1o busi-
nesses. lestimonials. yellow
page advemising. free semi-
nars. sampling. publicity. cic.
Bring vour creativiry and per-
sonalizavion inio play.

Finally. decide how much
your marketing plan will cosi.
What invesiment arc vou
willing to make. To make i
palatable. define the cosias a
percentage of your projected
sales. If, for example. vour
sales will be $500 each month.
allow 10% or $50 for markei-
ing. And. spend 350 for mar-
keting each month. Remem-
ber, be consistent.

Here are some basic mar-
keting truths for vou io re-
member:

1. The market changescon-
stantly, Nothingis more fickle
than the weight reducing pub-
fic. The markel s 10 a con-
stant swate of change, When
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you siop adverising or Stop
geuing oul your word. you
miss this evolving change.
YOU MUST BE THERE TO
PLAY!

2. People forge fast, They
arc bombarded with literally
thousands of messages daily
— let’s be honest, just how
viwl is your message in their
life?

3. You may give up. and
hange. but your competiti
won'l. People spend monev
on weight reduction programs.
and if your message isn’lL out
there. their money poes else-

where.

4. Markenng strengthens
vour identity — and yourcredi-
bility. If you stop putting out
the word abowi Cambnidge.
people begin (o lose confi-
dence in you — and your

EXHIBIT G

product

5. Marketing 1 essential
1o growth, Unless vou con-
nnue 1o put out the word.
people will forgel you.

6. Marketing builds loy-
alty with vour existing cus-
tomers. When they hear from
vou, or about you, they refer
business. Referrals can be
the lifeblood of yourexistence.

7. Marketing maintains
morale. When you see your
marketing work, or sce your
name and visible rewards from
vourefforts. it helps youmam-
1ain vour level of effon.

8. Marketing gives you an
advaniage over your competi-
tors who are not adverising.
A small. well-placed 2-3 line
classified ad in the same loca-
tion ¢ach and every week can
be more beneficial than a 3-

V ]_S:I'f;'.i.;,;.':w.-
3= i

Linda Hevern shared a svsiem for nirming dreams into realiry ot the
receni Parker Remeat in Son Diego!

times-per-vear ad. If your ad
is there when your prospect
necds you, you win!

9. Marketing allows you
and vour business to keep your
doors open.  You have over-
head — let  marketing help

pay the bills.

10. If you don’t markel.
you lose. Invest your money
in marketing or lose itenuirely.
It's your choice.(Next Issuc:
Let'stalktools —-markering tools
and how ta use them)

TARGET MARKETS YOU SHOULD AIM FOR...

Brides (the entire wedding party, including mother and
mother-in- law)

Hint: For 5 weeks contact every bride-to-be listed in your
Sunday mewspaper. [f you getr an appointment or inter-
ested response from 10% of your contacts, pursue them!

New Mothers (Ger your body back!)

Hint: For 5 weeks contaci all new mothers listed in your
weekly newspapers (all local papers). Approach them
with the numriton/health aspect as well. Cambridge prod-
ucts are s greal suppl for ing mothers. Call and
Iry to get an appointment — be willing to go to them, That
is the kind of customer service which appeals 1o this
markel. See if they can get 3 or 4 new mothers ogether -
maybe their entire Lamaze class.

Flight Attendants

Hint: If you are near a major airport. contact 2 or 3 sirlines
and find out what it would cost to run a small classified ad
in their in-house newspaper. Or. if there is a bulletin board
for employees, post vour flvers. Benter yel. see if you can
make a presentation to personnel 1n the employee lounge.
(Use the New Presentanon Brochure)

Class Reunions (Atter weddines. when are most women/

men inclined to reduce the mosi weight?)
Hint: Place a small classified ad in your local paper:
Anending your 25th, (10th, 20th) Reunion? Look like you

did 25 years ago. Do it now!

Sales Professionals

Hint: Realtors. Find out how much it costs to run a small

classified ad in your local realtor newslencr. Inguire abouf
king a p ion on health ition in their local

sales offices. Atiend sales mectings for professional asso-

ciations.

Fitness Trainers (Whar bener person to get the word
out for you!)

Hint: Approach them regarding fimess and nutrition. In-
clude an incentive for making moncy.

NOTE: Other groups you should consider are teachers.
nurses. iemporary emplovees. acrobic instructors. runnens.
college students, maodels (there are modeling agencies in
every major city and 8 out of 10 girls who call 10 inquire
need to lose ar least 10 pounds to model). singles groups.
If vou are specifically interested in asgeung one particular
group, call Customer Service at |-800-441-2584 or Lynne
Murphy ar 8(:4-739-2355 for guidance
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On The Horizon

CamBriGE RETREATS--TRAIN THE TRAINER Is IN FuLL Swing!

For Retreats 1o be successful to vour business they must be
held often, giving the maximum number of people the special
opportunity of experiencing the physical and spintual bene-
fits of sole source in an amosphere of fun and support. Ina
relaxed and caring environment, you assess your ealing
habits. create a plan to change those habits. and reccive valu-
able information on how your body reduces weight and what
to eal and do to keep that weight off,

Each Reweat is a unique experience. The primary goal is
1o offer an enjoyable weekend where you can successfully
begin or regain your commitment to a program which
supports your health and well-being. We have found that
each group has specific needs and have geared the Retreats
accordingly. Happily. our Leaders and Consultanis are now
running with the Retreat concept, holding different types of
Retrears in their areas.

Spring '92 Schedule

The enthusiasm our Leaders and Consultants are show-
ing for holding their own Retreats is wonderful' For
example:

®Paul & Benty Parker look forward 1o hosting mini
Retreats on an ongoing basis in the San Diego area.
Attendees will have their choice of 8 weekend Retreal ora
5-day Retreat at a bay view home complete with a pool and
spa--how luxurious!

® Barbara Lazar has already held two Rewreats and plans
1o host one every other month beginning January 10-12.

® Alex Boswell and Shirley Riesz have both conducted
Retreats in the Sarasota. Florida area!

® Janice Jones & Jan Cookson from Massachusetts, not
to be outdone by the Far West or Southeast regions, will
be holding their own R starting early in the new year,

We are here 1o support you in this endeavor.
modules are being prepared 1o offer you suppon
various subjects which are so well received in this weekend
environment. Whether you focus on the behavior modifica-
tion aspect. nutrition. the physiology of weight loss. changing
vour eating habits, or another area. vou will find what works
is the bonding and community spirit that evolves in this
intimate encounter.

Whether it’s for 6 or 60. a Retreat will work. Noi only for
vour personal program and that of the atiendees. but also for
vour business. Encourage cach returning attendee 1o bnng
someone new--someone who has never been on a Cambridge

in the

as will MaryAnne Cosgrove and Marilyn McPhec.

.7 Sally Hennessey from New Jersey will add a new twist
to her upcoming Retreats. Sally, who owns toning salons,
will bring small groups into her salons for herbal wraps,
toning, and sole source, for the ultimate in self-indulgence!

= [n addition 1o these Retrears, the company will sponsor
# Retrear for Donna Dugan in Houstoa on March 13-15,
1992. Anend and earn Continuing Education Units.

THE MARKETING PLAN
The suspension of the Rolling Quarter mimimums policy
ed in the Sep r/October issue of Breakthrough

program. What bewer way 1o be introduced ta C [
than through a weekend Retrear!

You will leave the Retreat with:
- A positive sole source expenence
- A structure for applying vour experience 1o improve
weight management success
- Inspiring and motivational techniques on goal sei-
nng for voursell or vour business

We guarancee xou'll vennn home wutle a plan’
Tuition includes lodging (double occupanyi and a CDS

lee. Please call vour area Retreal coordinator or Cambndee
Direct Sales at 1-BO0-443-2584 (B00-3156-0082 from Chi-

cago) 1or more jormaton

Avers profound experience ewans vew ar o Rewreat’

is bemng continued indefinitely pending a thorough review.
progress, of the enure markeung plan. This change affects
rank only: it does not affect the bonus structure. (Please refer
to page 4 of the Scpt/Oct Breakthrough for a full expl )

RENEWALS

It's ime to renew! Renewal notices have been mailed 1o

all Consuhants and Leaders. Caich the excitment and mail in
vour renewal fee of $20) woday!

Every Consultant or Leader who renews by December
31. 1991 and places a personal order (order and renewal musi
be received no later than December 31, 19911 will receive
exciting new Cambridge Inerature absolutely free. Place
vour order direct with Cambndge Direct Sales now!

All renewals postmarked atter the deadline, January 15.
1992, will be assessed a S10 late filing fee. Leaders who do
not renew by January 31, 1992 will atso forfein their Leader-
ship position as well ay the benefus of being o Cambridze

Cansultan




1596

DEAN DISTRIBUTORS, INC.

Complaint

EXHIBIT G

1683

Cambridge's Newest Consultant!

Meer Sandy Nye from
Medficld. Massachuserts
Sandy auended the recent
Retreat in Bosion and this s
what she has w say ubout
Cambridge:

"1 am healthy and in love
with life. for the firsi time in
my life”. an emotional Sandy
Nye told the group at the re-
cent Boston Retreal.  "All
because of Cambridge.”

"I've tried other dicts. but
couldn't lose weight. Nothing
worked. My family told me |
needed 1o lose weight. but il
wasn't enough to make me do

it. Then Beverly Anderson told
me about Cambridge.”
Sandy admits one of her worst
habits was chocolate milk. "l
used 1o dnnk 3-4 glasses of
chocolate milk every day. she
savs. "I switched 1o Cambridge
Chocolate and sole sourced for
30 days. I never cheated. Afier
that | switched 10 the regular
program with 3 drinks and 400
calones. usually a frozen low-
cal meal. for two weeks. Then
sole sourced another 2 weeks. |
lost 54 pounds.”

A1 53", 130 pounds. Sandy
15 a tnm size R - down from a

size 16/18. I
didn't ger dis-
couraged. There
were days it was
hard. but | just
kepteoing. Sup-
port is the big-
gestthing., and |
had it in Cambr-
idge.”
Enthused by
the Boston Re- &
treat and the
wonderful new friends made
over the weckend. Sandy was
eager 1o join as a Consultant,
where she can provide sup-

=4

port and encouragement 10
others, making & difference in
their lives.

WHY BETOME A CAMBRIDGE CONSULTANT?

The question we hear re-
peatedly is: Why become a
Cambridge Consultan:?

|- EARN MONEY

The first response and. per-
haps. the mosi obvious is:
Cambridge gives vou the op-
portumity 10 eam money and
create your own business goals
and level of desired income.
It means You arc Your own
boss and can ser vour own
working hours. S0. one rea-
30N 1x vou can make mone).

2. BUILT-IN SUPPORT

If vou have ever struggled
with a weight problem vou
know the value o1 support. A
more amporiani reason 1w
consider becomuny a
Cambridge Consuliant is
support. As a Consultant you
are coninually presenung the
benefitsof health and nurniton
You have built-in suppon 10
call upon when vou personalls
need these exir
encauragements o heep Vow
rome As 4 Camondye
Consultang Mahe
PrEsenTaoens wndy idudis and

DL

groups. These presentations.
as well as help build vour busi-
ness. keep vou motivated 10
manage vour weight and stay
healthy. So. the second reason

is support.

reason is knowledpe

4. FRIENDSHIPS

As a Cambridge Consuh-
anl vou have opporunities
to attend conferences and

r Why become a Cambridge Consultant?

[
i
=  Eam Money

¢ Built-In Suppon

. ®  Knowledge i
i ®  Frendships I

Results 1
! Fulfillment And Success j
3. KNOWLEDGE meetngs  which 1each vou

As u Cambndge Consulam
vou are chgible for trainmng
and publications oftered by the
compan:y. These communica«
nons keep vou on the leading
edee in werehi munagement
research, Learming what s faci
and what's icnon when itcomes
1w managing weight has pro-
pelied many o dieter 1t the
arms o) success. So, the third

both business and personal
development skills. And the
opponunily 1o join in a nei-
work ol weight management
speciahists commutted 10 shar-
e information about health
and nutnion. So. the fourth
reason ix riendship.

5 RESLLTS
Asa Cambndge Consuli-

ant you give yourself the best
opponuniry toreach and main-
tain your ideal weight because
vou place vourself in a posi-
tion 1o fearn and teach what
you need 10 remember most.
Sharing what vou know rein-
forces the changes you made
in your personal habits and.
therefore. keeps vou on tar-
gel. So. the fifth reason 1s
results. i

6. FULFILLMENT AND
SUCCESS

As a Cambridge Consuli-
ant. you will reap...financial
rewards. a healthy. inim bod: .
and fnendships that {ast a life-
ume. Call us today 10 leam
more about how vou can be-
come a Cambridge Consuli-
ant and make a significant
mmpact on the world  You
deserve fulflillment. and vou
deserve success!

T T
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Consultant's
Corner

PROSPECTING TIPS...Here are prospecting tips # 15-25
from Lvnne Murphy to help vou jump-sian your business.

15. Two-for-one — offer a iwo-for-the-price-of-one special.
Get them started with a Fast Stan Kit introductory offer. You
double your business, and they will have a buili-in PIP 10 keep

them in their program

16. Follow-up — it’s an art and a science. Go back through
your files now and call those who have indicated an interest.

but have not committed. Put together 4 or 5 and schedule a

tasting. Run a special and get a commitment.

17. Back 1o Basics — schedule tasnungs. Ser vour goals and
determine how many prescniations vou need 1o do cach week
1o meet these goals. Write them down,

COMPLIMENTS &

COMMENTS

# No MSG (monoso-
dium gluiamare)! The Cam-
bridge products contain cal-
cium sodium caseinate but
it is not hydrolyzed (broken
down inio smaller particles)
which forms MSG. Inanin-
gredient listing, MSG would
be listed as hydrolyzed vepge-
wble protein or hydrolyzed
protein.

® In onder to provide

1 .

and Wednesday. January Ist.
®  Minimum individ-
ual orders...effective Janu-
ary |. 1992, the minimum
individual product order will
be increased from $50 10 a
minimum of onc case of prod-
uct or bars, plus $4 shipping
charge. (Thete is no mini-
mum on separate purchases
of literature, however; the
shipping charge of $4 is
licable.}

juate planning and pro-
duction time for Break-
through. we are retuming to
a bi-monthly schedule. Your
input is impornant (o ensurc
B K i ins infor

18, Suppon — it can make the difference. Pui together some
new support groups. Give those people a call who have gone
off mack — let them know' they're not alone. and that you are

starling some SuUppon groups.

19. Recipes — call your people and share some of our new
recipes. Whether they're on Fast Sian. a longer sole source
program or the regular program, new recipes will add spice 10
their lives!

20. Have a buffer! That s nght — ger vour group together and
have a buffet. At the July Orlando Retreat. the highlight of the
weekend was the sale source buffel on Saturday night. Twelve
different samplings of Cambridge recipes were available. and
displaved as beautifully and graciously as any banquet! Greal
fun and grear tastes — tor more info on this. call Lvanc

Murphy (804) 739-2355.

21. Take Control — Control For Life. that i1s. This effective

behavior modification program is temific. Make i available 1o
yourc — have a g where vou listen to

part of this program — discuss 1. then sell it! It’s Dr. Nan at
her finest! This program is 1ops!

PP

21, Customer Survey — evervhody's doing it! Jump on the
bandwagon. Do it by phone or mail — find out what will help
them. what they like. what they don't like. Guidelines are
available on this. Mos! Imp is to do hing with the
informarion you uncover

23, Reprims — use them Find Yor 4 good reprints from vour

mation that is helpful and
supports your Cambridge
business, Please share your
comments with us. Help us
malke your newsletier the best
it can be,

@ Please note that when
you charge your order 1o a
credit card, your statemeni
will show Dean Distributors
as the vendor instead of Cam-
bridge.

® We will be closed
Tuesday. December 24th:
Wednesday December 25th:

=  The "sale explo-
sion™ of the vear expires De-
cember 31. 1991. Offercd at
prices of up to 60% off are
gift items sold during the
past year as Thank You gifts
(refer o past issucs of Break -
through). Please contact your
upline Leader or call us di-
rect for more information.

®  Pumpkin Spice Fla-
voring has been a holiday
favorite this season. Be sure
10 include it in your next or-
der. First time users should
be advised that it is very
concentrated and should be
added spanngly (a couple
drops) to their Cambndge
drink.

files or call your Leader. Make 50 copies and send them out
~— then follow up. Do that every month and you'll be amazed

at the interest that is generated.

24, Branch Om — CDS phone wee spreads the word! Be
sure 10 paricipate in our telephone tree and see how effective
this one-on-one method of communication can be, Don't

miss oul on up-to-date information.

25, Customer Phone Tree

Why not try it ool on

customers” Try a customer phone free. Do it regularly —

with 4 new recipe. a new success ston . an upcoming Retreat

— Give it any!

Published by Cambndge Direct Sates
IR0 Salinas Hwy . Bldg F Monerey . CA Q304{-64 200
HOO-44 3250
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1396 Complaint

EXHIBITH

EXHIBITH

MEDIBASE CAMERA-READY ART ADAPTABLE FOR NEWSPAPER AND MAGAZINE ADVERTISING

If You Have THESE ADS ARE FOR REPRODUCTION - DO NOT FOLD
ight-Related
Hi dﬂ'l Problems
And Must Lose Weight...
...There Is A . If You Have '
Medically Directed Weight-Related
Program For You Health Problems
s And Must Lose Weight...
i | —_—'I-'l-l-emIsA
@ Group support with weekly mectings vee y G
? aning Medihone e epacamen Medically Directed
e i Program For You
For more informatian call: Bl )
@ Professionally directed nutrition
education
¢ Group support with weeldy mectings
@ Nutritionally complete, excellent
tasting MediBase® meal replacement
© Proven safe and effective in University |
testing
For mare information call:

These ads may be enlarged or reducad to fit the vanous specifica-
fions on your newspapar and/or Magazine.
Ba sure tn contact your local newspaper or magazine for instructions
on including your phone number and/or name in the area indicated at the
botiom of the ad.
© Copyriphd B0 Avasyra, nc. A% ngias reearved.



1686 FEDERAL TRADE COMMISSION DECISIONS
Decision and Order 123 F.T.C.
DECISION AND ORDER

The Federal Trade Commission having initiated an investigation
of certain acts and practices of the respondents named in the caption
hereof, and the respondents having been furnished thereafter with a
copy of a draft of complaint which the Bureau of Consumer
Protection proposed to present to the Commission for its
consideration and which, if issued by the Commission, would charge
respondents with violation of the Federal Trade Commission Act; and

The respondents, their attorneys, and counsel for the Commission
having thereafter executed an agreement containing a consent order,
an admission by the respondents of all the jurisdictional facts set forth
in the aforesaid draft of complaint, a statement that the signing of said
agreement is for settlement purposes only and does not constitute an
admission by respondents that the law has been violated as alleged in
such complaint, and waivers and other provisions as required by the
Commission's Rules; and

The Commission having thereafter considered the matter and
having determined that it had reason to believe that the respondents
have violated the said Act, and that complaint should issue stating its
charges in that respect, and having thereupon accepted the executed
consent agreement and placed such agreement on the public record
for a period of sixty (60) days, now in further conformity with the
procedure prescribed in Section 2.34 of its Rules, the Commission
hereby issues its complaint, makes the following jurisdictional
findings and enters the following order:

1. Responden